Online shopping customers are asset that must be maintained by a company because online shopping customers can do repurchase intention in online shopping. In fact, some companies do not put emphasis on maintaining these customers. The 
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The amount of potential e-commerce in Indonesia is closely related to the growing number of internet users in Indonesia. According to a survey conducted by APJII (the association of internet service providers in Indonesia), in 2016, the number of internet users in Indonesia had reached 132.7 million users. This figure was greater than the previous year, which only 88.1 million users (APJII.or.id). Given the large number of internet users in Indonesia, there is enormous potential for e-commerce businesses.
According to the survey conducted APJII, as much as 62% of the population of Indonesia or 82.2 million visited the online shop websites.
In terms of of e-commerce, satisfaction from previous purchasing experience allows customers to form a positive evaluation of seller's performance and increases customers' trust that the seller has integrity, competence and virtue [5] . According to 
Reasons of Dissatisfaction 2015 2016
Berrybenka took a long time for refund 6 9
Berrybenka canceled transaction unilaterally 7 12
Berrybenka's customer service officers were unresponsive 10 8
Goods from Berrybenka were not delivered within the estimated time 7 10 Source:
The number of complaints filed from the customers provides evidence that customers feel disappointed and dissatisfied after shopping on Berrybenka.com site. This might cause consumers to be reluctant to repurchase, even discuss negative things about the brand. If the company ignores the complaints, this will have an impact on sales decline of the company.
Therefore, the variables in this study are e-service quality, consumer satisfaction, brand image and trust that can affect the interest of customers to re-buy at Berrybenka site.
Literature Review and Hypothesis

The effects of E-service quality on customer's satisfaction
Marketing activities to satisfy customers' needs is an essential thing to manage a company's business. One of the activities that can be applied by the company is by providing a qualified customer service. The better the service, customers feel more satisfied so that the company might apply higher price [14] . A research conducted by A, Ristian Dian and Rusfian Effy Z. (2013) explained that customer-oriented companies try to meet their customers' need by increasing customers' satisfaction. The research
shows that e-service quality significantly correlates to customers' satisfaction. Another research by Prisanti, M. Suyadi, I. Arifin, Z (2016) also stated that e-service quality significantly correlates to customers' satisfaction. According to Taslim, K (2015), e-service quality has a significant correlation to customers' satisfaction. The research shows that a good service increases customers' satisfaction and affects their purchasing behavior.
Based on those findings, the proposed hypothesis is:
H1: E-Service Quality positively correlates to Customers' Satisfaction.
The effect of customers' satisfaction on customers' trust
Customers' satisfaction according to Kotler 
Research Methodology
Research variable is an attribute or nature of people, objects or activities that have certain variations set by the researchers to be observed and drawn conclusions [22] .
The variables in this research are variables of repurchase intention, brand image, trust, customers' satisfaction and e-service quality.
Population and sample
According to Ferdinand, Augusty (2013) , population is a collection of all components in the form of events, things or people who have similar characteristics that became the focus of research. The population taken in this study was internet users who had been shopping online on Berrybenka site. Sample is a subset of the population, composed of several members of the population, and since it is impossible to examine the entire population, a representation of the population, which is called sample population, was taken. [6] . The research set a sample number between 100 and 200. The respondent should meet several criteria, namely: (1) Internet user with minimum age 17 years old, (2) had been shopping on Berrybenka site at least two times.
Data analysis method
Data analysis is the technique to determine the extent of effect between variables.
Data analysis instument used in the research was SEM, which was operated from AMOS 22.0 program.
Result and Analysis
Berrybenka experienced a gradual decline by year compared to its competitors which indicates that Berrybenka is not so popular for public (Topbrand -award). Berrybenka also filed complaints submitted by costumers indicating that they are not satisfied with the services provided by Berrybenka, which stopped customers from buying other products in Berrybenka. The decline of Berrybenka's image on customers' awareness and its visitor traffic to Berrybenka's site was caused by Berrybenka's ineffective strategies to compete in e-commerce market. Based on that, the research problem was how to increase customers' repurchase intention to Berrybenka. The corresponding variables were e-service quality, costumers' satisfaction, brand image and costumers'
trust. The following figure shows how these variables affect Berrybenka costumers' repurchase interest. The result of data analysis shows that e-service quality was positively and signifi- 
Conclusion
The research provides an understanding to Berrybenka customers in Indonesia as well as online shopping customers in order to increase e-service wuality, customers' satisfaction, trust and brand image, which affect customers' repurchase intention that 
Managerial Implications
Berrybenka should be able to observe prospective workers who will be positioned as customer service officers and provide training for those officers to have better understanding on how to serve customers. Costumers may not be disappointed with the product but they might be disappointed with the responses from the customer service officers. In fact, a good company is not only judged by its product, but also from the service. In addition, Berrybenka can add new features in the website such as product catalog to help costumers find the product they are looking for. Berrybenka should make better innovation in issuing new products by considering the trend, finding out what the trend of fashion and paying attention to the quality of items such as clothing labels for their quality. By doing this, every time costumers buy Berrybenka's products, they will feel satisfied. Berrybenka should update the information of products quickly and accurately to provide customers with the availability of the products. Sometimes, the information provided by Berrybenka is not according to the fact. In addition, Berrybenka can choose other expedition so that the products can be delivered within the estimated time. Berrybenka can convince costumers that all products and brands sold in Berrybenka are genuine products not counterfeits. This can be done by, among other, providing detailed information on the products to confirm that the product is genuine and providing code of authenticity so that costumers are able to check its authenticity. Berrybenka should manage its potential customers.
Berrybenka must continue to innovate and provide benefits to be able to compete
with other e-commerce sites. Those benefits are expected to keep loyal customers and attract new customers by holding promos on certain days, providing free shipping or buy 1 get 1 free. In addition, Berrybenka also needs to record its potential customers who have a high shopping record and rewards them by providing regular shopping voucher and free delivery with a minimum of Rp.100.000 shopping.
Future Research
Based on the conclusion and limitation of the research, it is recommended that further research cover the following topics:
1. Further research are expected to use bigger and various samples to be able to cover the population 2. Further research can apply other relevant variables related to repurchase intention as well as adding and adapting indicator variables to strengthen the result of the research
